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Cultural tourism which includes visiting historic sites, museums, cultural
landmarks; and attending special events, festivals is the new trends formed in the
world. “cultural tourism” become an important method to promote local development
and to balance disparities between local districts. Since the first celebration of the
Taipei Lantern Festival held by the Tourism Bureau of the MOTC in 1990 , Winning a
positive island-wide reaction, the Lantern Festival has become a popular national
celebration and has developed into one of the best-known Taiwanese festivities both
locally and overseas. This research employed the questionnaires to conduct an
investigation for the visitors who participated the 2005 & 2006 Tainan Lantern
Festival .Cultural and “Dajia Matsu Culture Festival”. A total of 250 questionnaires
were interviewed, effective questionnaires is 200.

The results showed there is significance between new services satisfaction with
relationship marketing, the most satisfaction is “ innovation result “, the overall
satisfaction is above average, most of the visitors (85%)will come again .The results





